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Summary 
Purpose 
The relationship between store image, satisfaction and loyalty is a commonly verified 
theoretical framework in food retail studies (Bloemer, 1998). The growing demand for 
organic food raises the question how the organic/ non-organic retail format fits into 
this framework. The purpose of this study is to expand this theoretical framework with 
the retail format. 
Recent research on organic food attributes (Lee, 2015) is used to describe “the” 
organic customer. Both organic food attributes and multiple demographic variables are 
investigated for their positive moderating influence on all relations of the theoretical 
framework. 
Design/ methodology/approach 
The theoretical framework was expanded and tested through a quantitative study. 
Customers from multiple retail formats, leaving the store, were asked to participate in 
this research. About 10% of the people filled in the online questionnaire.  
Findings 
In this research, we verify that retail format should be part of the theoretical 
framework in food retail studies. Retail format is positively related to store image 
which, in turn, is positively related to satisfaction which, in turn, is also positively 
related to loyalty. There is an inter relationship between those variables but no intra 
relationship.  
Contrary to previous research we found hardly any moderating effect from organic 
food attributes or demographic variables on the relations of the theoretical framework 
in food retail studies.  
Research limitations 
The limited number of respondents and the specific sample make it not possible to 
generalize the results of this study. Further research is needed to confirm the findings 
of this research. 
The lack of moderation from organic food attributes questions the fit of those 
constructs to determine “the” organic customer.  
Theoretical implications 
We found no direct relationship between the retail format and the customer 
satisfaction in this research. There is only an indirect relation through the store image 
factors. The higher scores on satisfaction for the organic retail format can be explained 
by the positive impact of the store image factor personnel. 
Practical implications 
This research suggests for retailers to expand their assortment to provide a better 
service to customers. Either the organic retail format can offer more basic products, so 
the “heavy” organic customer does not need an extra visit to a non-organic 
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supermarket. Or the non-organic retail format can offer more organic products so the 
“light” organic customer does not need an extra visit to an organic supermarket. 
Also, this research suggests for organic retail formats to focus on a broader audience 
as male- and older customers are currently underrepresented in the clientele. 
Originality/value 
This study expands the theoretical framework in food retail studies and it shows the 
misfit of organic food attributes as a prediction for “the“ organic customer.  
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1 Introduction 
1.1 Motivation and problem description 
Recent statistical data (CBS Statline Bedrijfstak, 2017) shows a decreasing number of 
supermarkets in the Netherlands. The reason for the decreasing number of 
supermarkets, is a shift to online sales (Gorczynski, 2015) and alternative sales 
channels like specialty stores for organic food (Hempel, 2016). 
The demand for organic products is driven by belief that such products are more 
healthful, tasty, and environmentally friendly than conventional products (Lotter, 
2003). This growing awareness among customers caused sales of organic food to grow 
11% annually in the Netherlands in the last 5 years (Rabobank Food & Agribusiness 
Research, 2016). The biggest retailer in the Netherlands, Albert Heijn, reports organic 
to be about 3% to 4% of all sales in 2015 (Koninklijke Ahold NV, 2017). Rabobank 
predicts organic food to grow to 7% market share in the Netherlands in 2020. 
Most supermarkets like Albert Heijn and even discount stores sell a (limited) 
assortment of organic food. Those sales channels compete with specialty stores and 
direct marketing channels that have an assortment of only organic food. All mentioned 
retail formats have a different store image. Assortment, or merchandise, is just one 
dimension of the store image. Store image is built on three factors: layout, 
merchandise and service (Semeijn, 2004).  
Research shows that store image has a significant influence on customer satisfaction 
and customer loyalty (Bloemer, 1998; Demirgüneş, 2014). The base of this research is 
this theoretical framework in food retail studies. With the growing demand for organic 
food the question arises whether organic food retailers are able to satisfy consumers 
better than traditional retailers. Because of the shift in retail formats and more 
specifically the growth of specialty stores for organic food (Hempel, 2016), we therefor  
investigate the influence of the retail format on this theoretical framework. No known 
research has been done on the influence of retail format on store image, customer 
satisfaction and store loyalty. 
According to Lee (2015) organic food has a lot of attributes that can be categorized in 
five groups: nutritional content, natural content, ecological welfare, sensory appeal 
and price. We will use those groups to define “the” organic customer by measuring 
“consumers perception of organic food”. The growing awareness of customers on the 
source and quality of their food (Rabobank Food & Agribusiness Research, 2016) can 
influence the choice for a retail format, the perception of the store image and 
ultimately the satisfaction and the loyalty of the customer. Therefor we investigate the 
moderating role of “customers with a preference for organic food” on the investigated 
relationships. Apart from the “preference for organic food” there are a lot of 
demographic variables that have been found to influence the relationship within the 
theoretical framework in food retail studies (Aertsens, 2009; Dettmann, 2010; Misra, 
2016). In this study, we will therefore also investigate the moderating role of 
demographic variables on the investigated relationships. 
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The problem statement of this study is best described in the following research 
question: 
“What is the influence of the food retail format on store image, customer satisfaction 
and customer loyalty and are these relationships moderated by customers perception 
of organic food and demographic variables?” 
The problem statement can be divided into several sub questions: 
1. What are store image, customer satisfaction and customer loyalty? 
2. What are food retail formats and what is organic food? 
3.  What are organic food attributes and what is the organic customer? 
4.  Which relationship exists between the retail format, store image, customer 
satisfaction and customer loyalty? 
5.  Are these relationships moderated by customer perception of organic food? 
6.  Are these relationships moderated by demographic variables? 
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2 Theoretical background 
In this chapter, the research sub questions one to four will be dealt with from a 
theoretical perspective. An overview of store image, customer satisfaction, loyalty and 
different food retail formats, as well as the concept of an organic customer will be 
given here. Finally, the hypotheses will be formulated and the research model will be 
presented. 
2.1 Store image, customer satisfaction and customer loyalty 
Bloemer (1998) was one of the first to investigate the relation between store image, 
customer satisfaction and customer loyalty. In the next paragraphs, the individual 
concepts will be defined, after which, the relationship will be explained.  
2.1.1 Store image 
Several definitions of store image can be found in the literature (Grah, 2015). Bloemer 
(1998) defines store image as: the complex of a consumers’ perception of a store on 
different (salient) attributes. Different studies are quoted with up to 9 different 
attributes to be combined to a store image model. Consumers are likely to place 
different levels of importance to different attributes of stores (Paul, 2016). In later 
research Semeijn (2004) initially measured store image with 15 indicator variables, 
adapted from previous store image studies. After further research Semeijn (2004) 
identified 3 factors, explaining 70% of the store image variance. Those factors are: 
layout, merchandise and service. 
According to Riel (2012) layout is influenced by the visual attractiveness of the physical 
facility but also by a clear layout that makes it easy to find products. 
According to Bloemer (1998) the merchandise of a retailer is its most important retail 
mix element. A retailer must make sure that he/she offers those products to his/her 
customers that they expect him/her to offer. According to Riel (2012, p. 168) 
Merchandise involves the quality of the products and the broadness of the assortment. 
According to (Calvo-Poral & Lévy-Magin, 2016) a greater perceived assortment does 
influence consumer satisfaction with the store. This link between product assortment 
and consumer satisfaction is higher for specialty food retailers, since these retailers 
offer products that are unique and difficult to find. In this research, we use the term 
assortment instead of merchandise. 
Service (or perceived service quality) is described by friendliness, expertise and 
helpfulness of the personnel (Riel, 2012). A synonym, used by Riel (2012) for service in 
this context is employees. In this research, we use the term personnel instead of 
service or employees. Previous research shows that the store service has a stronger 
impact on customer satisfaction for specialty food retailers (Calvo-Poral & Lévy-Magin, 
2016). 
In this research, we use these 3 factors, layout, assortment and personnel, to measure 
store image. Hare (2003) found three key areas of needs that require attention to 
achieve customer satisfaction. Those areas are similar to the three factors adding up to 
store image. This means we can say store image is positively related to customer 
satisfaction (Bloemer, 1998; Hare, 2003; Riel, 2012; Thomas, 2013; Grah, 2015). 
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2.1.2 Customer Satisfaction 
Satisfaction is fundamental to the well-being of individual consumers, to the profit of 
firms supported through purchasing and patronization, and to the stability of 
economic and political structures (Oliver, 2014). Bloemer (1998, p. 501) defines 
customer satisfaction as: “the outcome of the subjective evaluation that the chosen 
alternative (the store) meets or exceeds expectations”. 
Customer satisfaction is positively related to customer loyalty (Bloemer, 1998; Calvo-
Poral & Lévy-Magin, 2016; Thomas, 2013) or, as Paul (2016, p. 640) states: “loyalty 
resulting from customer satisfaction is essential for any business to survive, succeed 
and progress”. In this research, we will shorten customer satisfaction to just 
satisfaction. 
2.1.3 Customer Loyalty 
Customer loyalty has become a major concern for retail stores across the globe. A loyal 
customer is a source of competitive advantage through repeat purchase and positive 
word of mouth (Thomas, 2013). 
Several definitions for customer loyalty can be found in the literature (Isoraite, 2016). 
Bloemer (1998, p. 500) defines customer loyalty as: “the biased (i.e. non-random) 
behavioural response (i.e. revisit), expressed over time, by some decision-making unit 
with respect to one store out of a set of stores, which is a function of psychological 
(decision making and evaluative) processes resulting in brand commitment”. 
Loyalty can be seen as a multidimensional factor, covering behavioural and positional 
components, where positional aspect reflects customers' approach to business, while 
the behavioural dimension reveals a frequent and regular shopping, purchase quantity, 
size, range, availability, etc. (Isoraite, 2016). In this research, we will shorten customer 
loyalty to: loyalty. 
2.1.4 The relation between retail format, store image, satisfaction and loyalty 
Bloemer (1998) found that store image has an indirect effect on store loyalty through 
store satisfaction. Thomas (2013, p. 23) states: “the image of a store may have a lot to 
do for the attraction of customers. The fact that they are shopping from a reputed 
shop give them more pride which can translate into higher satisfaction and in turn 
contribute to enhanced loyalty”. This relation between store image, satisfaction and 
loyalty is the basis for our further research. 
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2.2 Food retail formats and organic food 
Food is sold through different channels. In the following paragraphs, some of those 
channels will be defined. Furthermore, the relationship with store image, satisfaction 
and loyalty will be explained. 
2.2.1 Retail format 
Retail formats may be defined as broad, competing categories that provide benefits to 
match the needs of different types of consumers and/or different shopping situations 
(González-Benito, 2005). 
Staus (2009, p. 139) distinguishes different retail formats like: 
- Discount stores that are characterized by everyday low pricing, a narrow assortment 
with many private labels, and no service. 
- Conventional supermarkets have high-low pricing, a broad assortment with middle 
and premium class brands, and some service. 
- Specialized stores can be classified through a wide assortment within the offered 
commodity group, pricing between hybrid and high, good service and smaller store 
size than the other store types. 
Specialty food retailers (or specialty store) are characterized by carrying a deeper 
product line than conventional stores. They aim to attract a segment of consumers 
who are particularly interested in certain unique food product characteristics, such as 
high quality and combination of exclusiveness, processing and distinctiveness (Calvo-
Poral & Lévy-Magin, 2016). 
The main choices that we investigate here are the differences between discounter, 
supermarket, specialty store and direct sales channel. The secondary distinction is 
between organic- and non-organic retail food formats. 
2.2.2 Organic food 
The demand for organic products is driven by belief that such products are healthier, 
tastier, and more environmentally friendly than conventional products (Lotter, 2003). 
Recent research (Calvo-Poral & Lévy-Magin, 2017) even suggests retailing managers 
may use the product’s perceived quality as a segmentation variable in the specialty 
food retailing context. 
The production of organic food respects natural life cycles. It minimises the human 
impact on the environment and operates as naturally as possible (European 
Commission, 2017). For fresh produce or processed food to be labelled as organic, at 
least 95% of the ingredients must come from organically produced plants and animals. 
Any food product sold as ”organic” falls under the EU regulations 834/2007 and 
889/2008. This means that the product must have been produced following these 
regulations and inspected and certified by a registered certification body (SKAL, 2017). 
Meas (2015) found strong substitution effects between organic and local production 
claims. In addition, the “small farm” attribute considered in that study also appears to 
be a substitute for organic and local attributes, which confirms the previous belief that 
one of the many reasons consumers purchase organic or local products is to support 
Dirk Willemse   Thesis   Master in Management 
Page 12 of 57 
small or family-owned farms. In this study, we will investigate both organic and local-
organic specialty stores (or direct sales channels). 
2.2.3 Organic retail food formats 
The organic retail food format distinguishes itself form the non-organic retail format by 
offering an almost completely organic assortment. As organic food is a special category 
of food, organic retail food formats can be perceived as food specialty stores. The 
bigger stores being a specialty supermarket. 
Previous research shows visitors of specialty stores spend extra time and money 
searching for and becoming committed to specialty food in the specialty stores. 
Furthermore, they find the store service quite important (Calvo-Poral & Lévy-Magin, 
2016). Additionally, specialty food regular consumers show higher switching costs 
when deciding to switch to conventional retailers. Therefore, regular consumers are 
expected to develop stronger loyalty to the specialty food retailer. Here we see a 
reference from retail format to loyalty. In this research, we will investigate the 
relationship between retail format and loyalty through store image and satisfaction. 
2.2.4 Non-organic food retail formats 
Although most supermarkets and even discount stores sell a (limited) assortment of 
organic food, we perceive those retail formats as non-organic retail format. 
On a grocery level, the diversification of retail formats in the past decades is 
immensely. The introduction of the self-service supermarket format was followed by 
the hypermarket as a larger version of supermarket and the development of the 
discount store as a low-price-oriented supermarket (González-Benito, 2005). In this 
study, we will investigate both supermarket and discount store. 
2.2.5 Researched retail format 
Now we have distinguished 4 types of retail formats: 
- the (non-organic) discounter 
- the (non-organic) supermarket 
- the (organic) specialty store 
- the (organic) direct sales channel 
Each retail format is the outcome of choices made on multiple attributes like quality, 
price, shopping convenience, service, etc. (Pan, 2006). As these attributes are quite 
similar to the store image attributes, this research will investigate the relation between 
food retail format and store image and consequently satisfaction and loyalty. 
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2.3 Organic food attributes and the organic consumer 
A lot of research has been done to identify a profile of the regular consumer of organic 
foods (Hughner, 2007). But who is “the” organic customer? 
In the following paragraphs, we will explain how to measure organic food attributes. 
Thereafter we will explain how the organic food attributes define the organic 
customer. Finally, the relationship between the organic customer, the “food retail 
format and store image and consequently satisfaction and loyalty will be explained. 
2.3.1 Organic food attributes 
Lee (2015) studied how consumers perceive organic food by measuring five organic 
food attributes.  
The first organic food attribute is nutritional content. Consumers prefer food that is 
balanced, healthy and safe (Misra, 2016). Health is generally agreed to be the primary 
motive for purchasing organic food and although it is controversial whether organic 
food is actually more nutritious than conventional food, some studies found that 
consumers believe it is (Lee, 2015). Therefore, the nutritional content attribute is used 
as an indicator of (positive) consumer perception of organic food. 
The second organic food attribute is natural content. Lee (2015) stated that organic 
food is perceived to be grown naturally, leading consumers to believe that organic 
food is healthier than conventional food. Such beliefs pertain to consumers’ perceived 
safety of organic food. Therefore, the natural content attribute is used as an indicator 
of (positive) consumer perception of organic food. 
The third organic food attribute is ecological welfare. Consumers prefer food that is 
friendly to the environment and animals (Misra, 2016). Lee (2015) investigated the 
importance of ecological welfare attributes in his study and found results, similar to 
those of previous studies, on consumer values in functional and pleasurable aspects of 
buying organic food in relation to environment protection and animal welfare. 
Therefore, the ecological welfare attribute is used as an indicator of (positive) 
consumer perception of organic food. 
The forth organic food attribute is sensory appeal. The sensory appeal attribute is 
related to the appearance, smell, and taste of food. Earlier research (Lee, 2015) states, 
it has long been recognized that the sensory attribute is one of the most important 
factors consumers consider when choosing their food. Therefore, the sensory attribute 
is used as an indicator of (positive) consumer perception of organic food. 
The fifth organic food attribute is price. Many of the consumer studies on barriers to 
growth in organic food sales focussed on unwillingness to pay premium price (Misra, 
2016). Lee (2015) found that the higher consumers perceive the price of organic food 
to be, the less favourable their attitudes toward purchasing organic food. Therefore, 
the price attribute is used as an indicator of (negative) consumer perception of organic 
food. 
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2.3.2 Organic consumer as moderator 
Lee (2015) studied how consumers perceive organic food attributes, which in turn 
influence their utilitarian and hedonic attitudes and intentions to purchase organic 
food. This “intention to purchase organic food” is used in this research to define “the” 
organic customer. Therefore, we use the organic food attributes as an indicator for the 
consumer perception of organic food. A positive perception of the organic food 
attributes defines the customer as an organic customer. 
The organic food market includes different consumer types who are motivated, well 
informed and demanding, when it comes to the biological quality of the product (Veiga 
Dias, 2016). Rabobank (2016) recently concluded: consumers are more critical about 
the source and quality of their food. Adding up all characteristics like “critical”, 
“motivated” and “demanding”, we expect the organic consumer to have a specific look 
at the retail market.  
A moderator is a qualitative or quantitative variable that affects the direction and/or 
strength of the relation between an independent or predictor variable and a 
dependent or criterion variable (Baron, 1986). We assume this “specific look”, defined 
by the organic food attributes, will moderate the relation between, retail format, store 
image, satisfaction and loyalty with the store. Therefore, we will investigate the 
moderating effect of those demographic variables on all relationships in the model to 
make sure no moderating effect is overlooked. 
2.4 Other moderators 
Multiple research (Aertsens, 2009; Dettmann, 2010; Homburg, 2001; Misra, 2016) 
reports: demographic variables like gender, children, age, education and income are a 
strong predictor of positive organic food beliefs. Gender differences have significant 
influence on store image (Deshwal, 2016; Grah, 2015) and gender moderates the 
effects of satisfaction on loyalty (Audrain-Pontevia, 2016; Homburg, 2001). 
In addition, age also has been found to moderate the relationship between satisfaction 
and loyalty (Audrain-Pontevia, 2016; Homburg, 2001). Therefore, we assume age can 
affect the investigated relationships. In this research age is categorized. The first 
category starting at age 18 until 25, given that this is the age most people start living 
on their own and doing their own shopping. All other categories span 10 years. The last 
category, starting from 66, is chosen because people retire around this age. 
Carpenter (2006) found: household size, income, and level of education influence 
consumers’ retail format choices.  
Since having children in a household is a strong predictor of positive organic food 
belief, we assume having children in the household can also affect the investigated 
relationships. The choice here is having (yes) or not having (no) children in the 
household. 
Education is a strong predictor of positive organic food belief and is also found to 
influence consumers’ retail format choices. Therefore, we assume education can affect 
the investigated relationships. In this research education is categorized. The first 
category is only basic education. The second category is high school or vocational 
education and the third category is bachelor degree or higher. 
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Income is a strong predictor of positive organic food belief and can also influence 
consumers’ retail format choices. Paul (2016, p. 635) reports: “customer behaviour is 
affected by customer income”. Income is also known to moderate the relation 
between satisfaction and loyalty (Homburg, 2001). Therefore, we assume income can 
affect the investigated relationships. In this research income is categorized. The first 
category is 0-€1000 net/ month: this is about the minimum allowance that 
unemployed people receive. The third category is > €2000 net/month. This is the net 
modal income for the Netherlands. The second category bridges the gap between the 
two other categories. 
Paul (2016, p. 635) reports: “customer behaviour is affected by the time involved in 
travelling”. Hsu (2010) also found travel distance (and thus time) have a significant and 
positive effect on customer satisfaction. Therefore, we assume travel time can affect 
the investigated relationships. In this research travel time is categorized. The first 
category < 10min is a shop within walking distance. The second category 11-20 
minutes is a shop within cycling distance. The third category 21 – 30 minutes 
almost requires a car to visit. The fourth category >31 min needs a very special 
reason to visit. 
Purchase frequency is a key variable in consumer behaviour, playing a moderating role 
on customer satisfaction and loyalty in specialty food retailing (Calvo-Poral & Lévy-
Magin, 2016). Therefore, we assume frequency of shop visits (per week) can affect the 
investigated relationships. In this research frequency is categorized. There are four 
choices: <1, 1, 1-2 and >= 3. 
To determine the share of organic food in the total spend, spend on food per shop visit 
is categorized in 4 groups: <€10, €10-€25, €26-€50 and >€50. 
To determine the share of organic food in the total spend, spend on organic food per 
shop visit is categorized in 4 groups: <€5, €5-€10, €11-€20 and >€20. 
2.4.1 Demographic variables as moderator 
A moderator is a qualitative or quantitative variable that affects the direction and/or 
strength of the relation between an independent or predictor variable and a 
dependent or criterion variable (Baron, 1986). All demographic variables stated above 
have been found to influence one or more relationships that are also in the theoretical 
framework in food retail studies. Therefore, we will investigate the moderating effect 
of those demographic variables on all relationships in the model to make sure no 
moderating effect is overlooked.  
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2.5 Hypothesis and research model 
The hypothesis, relating food retail format, store image, satisfaction and loyalty will 
now be formulated using the theoretical background as described in the previous 
paragraphs. Also, the hypothesis considering the moderating influence of the organic 
food attributes and the demographic variables on the previous described relationships 
will be formulated. At the end of this paragraph the research model will be presented. 
2.5.1 Hypotheses 
Previous research (Calvo-Poral & Lévy-Magin, 2016) shows that store image factors, as 
described in chapter 2.1.1, have a stronger impact on customer satisfaction for 
specialty food retailers. Since organic retail formats are specialty food retailers we 
assume that: 
H1: More organic retail formats lead to higher satisfaction 
As described in chapter 2.2.5, each retail format is the outcome of choices made on 
multiple attributes like quality, price, shopping convenience, service, etc. (Pan, 2006). 
We see different choices on those attributes for different retail food formats and we 
also assume that store image factors have a stronger impact on customer satisfaction 
for specialty food retailers (Calvo-Poral & Lévy-Magin, 2016). Therefore, we assume 
that: 
H2a: More organic retail formats lead to higher personnel 
H2b: More organic retail formats lead to higher assortment 
H2c: More organic retail formats lead to higher layout 
As explained in chapter 2.1.4, store image has an indirect effect on store loyalty 
through store satisfaction (Bloemer, 1998). Therefore, we assume:  
H3a: Personnel positively influences satisfaction 
H3b: Assortment positively influences satisfaction 
H3c: Layout positively influences satisfaction 
In addition, store satisfaction influences store loyalty (Bloemer, 1998) so we assume: 
H4: Satisfaction positively influences loyalty 
As described in chapter 2.3.2, the organic customer is “critical”, “motivated” and 
“demanding” (Veiga Dias, 2016). The choices of this organic customer, defined by the 
organic food attributes (Lee, 2015), will influence his/her perception of both organic 
food, retail format, store image and satisfaction with the store. Thus, we assume:  
H5 The relation between retail format and store image is moderated by the 
perception of organic food 
H6 The relation between store image and satisfaction is moderated by the perception 
of organic food 
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H7 The relation between satisfaction and loyalty is moderated by the perception of 
organic food 
Finally, as shown in chapter 2.4, multiple demographic variables are known to 
influence the relation between retail format and customer satisfaction through store 
image factors (Aertsens, 2009; Dettmann, 2010; Misra, 2016; Grah, 2015; Audrain-
Pontevia, 2016). Therefore, we assume that: 
H8 The relation between retail format and store image is moderated by demographic 
variables 
H9 The relation between store image and satisfaction is moderated by demographic 
variables 
H10 The relation between layout and satisfaction is moderated by demographic 
variables 
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2.5.2 Research Model 
 Based on the hypotheses, formulated in the last paragraph, the research model, with 
its different constructs and relations, can be found below (Figure 1Fout! 
erwijzingsbron niet gevonden.Fout! Verwijzingsbron niet gevonden.). 
  
Personnel 
Retail 
Format Assortment Satisfaction Loyalty 
Layout 
Moderating 
variables 
H1 
H2a 
H2b 
H2c 
H3a 
H3b 
H3c 
H4 
H5 + H8 H6 + H9 H7 + H10 
Figure 1 Research model 
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3 Research method 
In this chapter the research method, used for the data collection will be described. 
3.1 Research design 
The purpose of this research is to determine the relationship between the retail 
format, store image, satisfaction and loyalty and in how far these relationships are 
moderated by perception of organic food or demographic factors. 
As a data collection method, a survey strategy was used to test the developed 
hypothesis regarding the relationships between the variables. A questionnaire was 
developed to do the quantitative research. More details of the questionnaire design 
are listed in paragraph 3.2. 
The questionnaire was first published through two websites: Thesistools.nl and Google 
Forms. During testing, it appeared only Google Forms made it possible to fill in the 
questionnaire on mobile devices. Thesistools.nl did not support that feature. Also, 
most people experienced the layout of Google Forms as more clear and 
understandable. Therefore, the final questionnaire was only published on Google 
Forms. 
3.2 Questionnaire design 
A questionnaire, consisting of six parts, was developed to test the model. 
Most questions were adopted from existing questionnaires to ensure the construct 
validity and reliability. All constructs were measured on a 7 point Likert-scale ranging 
from ”strongly disagree” (1) to ”strongly agree” (7). “Appendix 1 Questionnaire” 
provides an overview of all the items used. 
The first part concerns 5 demographic variables like gender, children, age, education 
and income. Those questions were taken from other research (Aertsens, 2009; 
Chekimaa, 2016; Mohr, 2016). Respondents were asked to select an option from a list. 
The second part contains 6 questions regarding the store that was visited. Retail 
format was taken from Staus (2009): discounter, supermarket, (organic) specialized 
store, (organic) direct sales channel. This answer was later recoded in a new variable: 
Organic Retail Format. The results were divided into 2 groups: discounter and 
supermarket are non-organic retail formats (assigned 0) and specialty store and direct 
sales channel are organic retail formats (assigned 1). Other questions like distance 
(time travelled) to store, store visits and purchase amount were taken from Darley 
(1999) and Riel (2012). 
The third part concerns the perception of the store. The construct store image, taken 
from Riel (2012), was determined by filling in 15 questions on a 7-point Likert scale. 
Some new questions were added to get an even better fit for assortment but later 
these questions were rejected because they scored negatively on reliability and factor 
analyses. 
Dirk Willemse   Thesis   Master in Management 
Page 20 of 57 
The fourth part of 22 questions concerns perception of organic food taken from Lee 
(2015). 
The fifth part of 6 questions concerns a construct satisfaction, taken from Riel (2012). 
The sixth part of 7 questions concerns a loyalty construct according to Zeithaml (1996). 
The English source questionnaires were translated into Dutch. To make sure that the 
questions were understood by the respondents in the way intended by the author 
(internal validity), the questionnaire then was pilot-tested by a group of 10 customers. 
Based on respondents’ comments a few changes were made to the questionnaire.  
3.3 Sample 
To promote the questionnaire about 1000 people, leaving the store on a weekday (for 
all retail formats), were asked to participate in the survey during several hours. The 
customers received a card with the internet address where to fill in the questionnaire. 
About 800 cards were handed out to customers. At the same time, the questionnaire 
was promoted over the internet. It is unclear how many responses were only online 
respondents. Finally, 106 complete questionnaires were submitted. Compared to the 
people who were approached, this is about 10% response rate. 
The survey was conducted in March 2017 at 6 stores: 1 non-organic discounter, 1 non-
organic supermarket, 2 organic supermarkets and 2 organic direct sales channels. All 
stores are situated within a 4-kilometre radius of Harderwijk, Gelderland, The 
Netherlands and belong to well know Dutch (and German for discounter) retail chains. 
Unfortunately, the sub samples of discounter, organic specialty store and organic 
direct sales channel were too small to be conclusive. As it was difficult to expand those 
subsamples, we combined all results to do the statistical tests.  
In paragraph 4.1 a detailed description of the sample is given. 
3.4 Analysis 
The statistical software packages ”IBM SPSS 20” and ”Smart PLS 3.2.6” were used for 
the analysis of the sample data. 
The data was first investigated on a descriptive level. Given that all questions required 
an answer, missing values were not accepted. 
Distributions of all variables were checked for normality, and outliers eliminated. 
The constructs were compiled by adding up the relevant variables and then dividing 
them by the number of variables. This way the construct had a value between 1 and 7, 
just like the individual variables. Construct validity and reliability was ensured by using 
existing scales. 
Exploratory factor analysis was done on the variables of the constructs to check for 
multiple factors. After that, different criteria were checked to assess the measurement 
model on reliability and validity like ”Cronbach’s α” and ”composite reliability”. 
”Correlation analysis”, ”regression analysis” and ”partial least squares” (PLS) path 
modelling were then performed to detect and estimate the direct effects between the 
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measured variables. Finally (PLS) path modelling was used to determine the 
moderating effect of the moderator variables on the relationships of the measured 
variables.  
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4 Results 
SPSS 20 and SmartPLS 3.2.6 were used to analyse the collected data. First, all 
constructs were checked for outliers. Next, the constructs were tested for factors and 
reliability. Afterwards, the correlations between the constructs were checked, 
followed by the regression and the results of the PLS-analysis. The final results close 
this chapter. 
4.1 Descriptive statistics 
The original data was split by retail format and shown in Appendix 2 Descriptive 
statistics of the complete sample. The sub samples of discounter, organic specialty 
store and organic direct sales channel are too small to be conclusive. Still, we can see a 
difference between the means of all store image factors (personnel, assortment, 
layout) and satisfaction and loyalty. Discounter scores the lowest on all those factors. 
Next is supermarket, then direct sales channel and best scores specialty store. The 
latest does not support the thought that consumers like to support small farms as 
described in paragraph 2.2.2. The reason may be that the researched direct sales 
channels have a limited assortment compared to the specialty store. 
Before pooling the data, we tested the datasets of each retail format to see if they had 
equal variance. A Chi2 test was executed as shown in Appendix 8 Chi2 test. However, 
the results were rejected because > 90% of the cells had an expected count less than 5. 
With ANOVA testing we found F>2 and sig <0.01 as shown in Appendix 9 ANOVA test. 
This suggested there was a difference between the datasets. This finding was in line 
with the previous description of the data. Although we now knew there was a 
difference between the datasets, we continued to pool the data because we had not 
enough data to analyse for the separate retail formats. We must be aware this could 
influence the outcome! 
Next, we combined all results for discounter and supermarket as Non-Organic - and 
specialty store and direct sales channel as Organic Sales Channel in Appendix 3 
Descriptive statistics . Although the sub sample for organic retail format is too small to 
be conclusive, the difference between the means of those two formats were even 
more clear. Visitors of organic sales channels were more positive about all variables in 
the researched relation. They were more likely to be female, younger and have 
children in their household. Their education and income was a little lower than visitors 
of the non-organic sales channel, but they spend more money on groceries in general 
and organic food in particular. Visitors of organic sales channels spend more time 
travelling to the store but in general they make less shopping visits during the week 
compared to visitors of the non-organic sales channel. For visitors of the organic sales 
channel this is not the only sales channel they visit, but from the results it cannot be 
concluded whether their other visits are also to organic sales channels or not. 
Furthermore, visitors of organic sales channels value organic food attributes higher 
than visitors of non-organic sales channels. The exception is the price component, 
which is understandable because those variables are negatively formulated. This 
means the lower the value on price, the less the consumer is worried about the 
(higher) price of organic food. 
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Next, all data was combined to one sample. The analysis of the complete dataset is 
shown in Appendix 4 Descriptive statistics of the combined sample. 
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Information from the Dutch bureau of statistics on gender (CBS Statline Bevolking, 
2017) showed 49.6% of the Dutch people are male and 50.4% are female. This is 
slightly different from our sample (male 44.3%, female 55.7%), as shown in Figure 2 
Distribution of gender (Source: CBS. 2016), but this can be explained by the topic: food 
shopping. Woman are known to purchase (organic) food in larger quantities and more 
frequently than men (Misra, 2016). 
 
Figure 2 Distribution of gender (Source: CBS. 2016) 
Although CBS (CBS Statline Bevolking, 2017) uses another age scale we can still see a 
difference between the general Dutch population and our sample (see Table 1 
Distribution of age (Source: CBS, 2016)). The youngest group of shoppers was slightly 
smaller than this group in the general Dutch population (15.1% vs 22.5%). This was 
similar for the oldest group (9.4% vs 18.2%). However, the (more limited) sample 
group 46-65 year was a bit bigger than the population group 40-65 years (42.5% vs 
34.8%). 
  <20yr 20-40yr 40-65yr > 65yr 
CBS data 22,5% 24,5% 34,8 18,20% 
  18-25yr 26-35yr 36-45yr 46-55yr 56-65yr > 65yr 
Sample 15,1% 20,8% 12,3% 32,1% 10,4% 9,4% 
Table 1 Distribution of age (Source: CBS, 2016) 
CBS education data (CBS Statline Onderwijsniveau, 2017) shows 32.1% of the Dutch 
population have a low educational level. In our sample, we have no one representing 
this group (see Figure 3). 38.6% of the Dutch population have a medium education, 
compared to 33% of our sample.  
27.9% of the Dutch population have a high education, compared to 67% of our sample. 
This is a significant difference between the sample and the general Dutch population. 
0,0%
20,0%
40,0%
60,0%
male female
Gender 
CBS data Sample
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Figure 3 Distribution of education (Source: CBS. 2016) 
To compare income between our sample and CBS data on the Dutch population (CBS 
Statline Inkomen, 2017) we recalculated CBS data from 10% groups to the categories 
used in our research. The CBS data shows approximately 15% of the Dutch population 
has an income level in the lowest category. In our sample, this is 9.4% (see Figure 4). 
CBS data showed 30% of the Dutch population in our middle-income category were 
our sample scores 19.8%. The highest income category scores 55% in the Dutch 
population and 70.8% in our sample. This was a significant difference between the 
sample and the general Dutch population! 
 
Figure 4 Distribution of income (Source: CBS, 2014) 
This means that our sample is different from the general Dutch population considering 
age, education and income. 
4.2 Outliers 
The second analysis of the complete dataset was a check for normality in the 
distributions of all variables. For every construct, all variables were checked for 
outliers. All outliers were eliminated and not replaced with a mean or other value to 
avoid shifting the original normality in the distribution. Unfortunately, this meant that 
only 66 of the original 106 datasets were left complete. 
4.3 Factor analyses 
All constructs were checked for multiple factors by factor analysis. Principal 
components method was used, if needed with Varimax rotation. 
0,00%
20,00%
40,00%
60,00%
80,00%
Low Middle High Unknown
Education 
CBS data Sample
0,0%
20,0%
40,0%
60,0%
80,0%
<€1000 €1001 - €1999 >€2000 
Income 
CBS Data Sample
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Two variables of the store image construct assortment were deleted because they 
formed a second factor and negatively influenced the reliability check. 4 Variables 
were left after deleting those 2 variables.  
Four variables of the perception of organic food construct price were split in a 
Price_value component (PR1 and PR2) and a Price_compare component (PR3 and 
PR4). The Price_value component accounts for the actual value of the product, the 
Price_compare component compares the product price between either organic and 
non-organic products or between the normal price and the special offer price. 
After that, all constructs in this research consisted of only one factor. A complete 
overview of all tests is given in Appendix 7 Overview of factor analyses. 
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4.4 Reliability analysis 
Construct reliability was checked by calculating three estimates: Cronbach’s Alfa, 
Composite Reliability and Average Variance Expected. 
In general, a value of > 0.6 for Cronbach’s Alfa is “questionable” (statisticshowto: 
cronbachsalpha, 2017), > 0.7 is “acceptable”, > 0.8 is “good” and > 0.9 is “excellent”. 
Only store image factor layout was “questionable”. This was due to the elimination of 
outliers. With the complete dataset Cronbach’s Alfa was still 0.739 for layout. 
All other constructs were either “acceptable”, “good” or “excellent” on Cronbach’s 
Alfa. 
Apart from Cronbach’s Alfa we calculated Composite Reliability (CR) and Average 
Variance Expected (AVE). AVE should be higher than 0.5 and CR should be higher than 
0.7 for all constructs of a measurement model (mathforum, 2017). This was true for all 
constructs as listed below in Table 2. 
Construct Items Mean 
Standard 
deviation 
Cronbach's α 
(106) Cronbach's α 
Composite 
reliability 
Average 
variance 
extracted 
        Assortment 4 5,902 0,656 0,806 0,717 0,829 0,553 
Personnel 5 5,776 0,795 0,873 0,828 0,887 0,618 
Layout 4 5,686 0,651 0,739 0,618 0,809 0,532 
        Satisfaction 6 5,937 0,717 0,933 0,923 0,942 0,733 
        Loyalty 7 5,487 0,992 0,857 0,823 0,871 0,501 
        Nutritional 
content 4 5,046 0,818 0,835 0,798 0,870 0,627 
Natural 
content 4 5,068 1,293 0,913 0,904 0,933 0,778 
Ecological 6 4,876 0,880 0,819 0,788 0,859 0,514 
Sensory 4 5,125 0,846 0,812 0,850 0,903 0,701 
Price_value 2 6,038 0,746 0,863 0,828 0,921 0,854 
Price_compare 2 4,326 1,563 0,763 0,777 0,900 0,818 
Table 2 Overview of reliability analysis for all constructs 
The reliability analysis confirmed all measured constructs are valid.  
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4.5 Correlation analysis 
In our hypothesis, we assume a positive relationship between all constructs in the 
model. An overview of all correlation coefficients is shown in Table 3. 
  Retail Format SI_personnel SI_assortment SI_layout Satisfaction Loyalty 
Retail Format            
SI_personnel ,472
**
 ,786
***
      
SI_assortment ,443
**
 ,553
**
 ,743
***
     
SI_layout ,251
*
 ,629
**
 ,708
**
 ,729
***
    
Satisfaction ,226 ,625
**
 ,563
**
 ,735
**
 ,856
***
   
Loyalty ,108 ,521
**
 ,427
**
 ,648
**
 ,762
**
 ,709
***
 
*** Square root of AVE 
**. Correlation is significant at the 0.01 level (2-tailed). 
*. Correlation is significant at the 0.05 level (2-tailed). 
Table 3: Correlation coefficients for all factors in the model 
Apart from the relation between the retail format and satisfaction and the relation 
between retail format and loyalty, all other relations had a significant positive 
correlation. 
The square root of AVE (from paragraph 4.4) was also calculated. According to Gefen 
(2005, p. 94) “the square root of the AVE of each construct should be much larger than 
the correlation of the specific construct with any of the other constructs in the model 
and should be at least .50”. This is not true for store image factor layout as shown in 
Table 3. 
4.6 Regression analysis 
Regression analysis showed: retail format significantly predicts store image factor 
personnel, b=0.465, t(64)= 4.285, p<0.001, see Appendix 10 Regression analysisTable 
6. Retail format also explains a significant proportion of variance in store image factor 
personnel scores, R2= 0.223, F(1, 64)= 18.362, p<0.001. 
Regression analysis also showed: retail format significantly predicts store image factor 
assortment, b=0.360, t(64)= 3.957, p<0.001, see Appendix 10 Regression analysisTable 
8. Retail format also explains a significant proportion of variance in store image factor 
assortment scores, R2= 0.197, F(1, 64)= 15.661, p<0.001. 
Regression analysis also showed: retail format significantly predicts store image factor 
layout, b=0.202, t(64)= 2.076, p<0.05, see Appendix 10 Regression analysis. Retail 
format also explains a significant proportion of variance in store image factor layout 
scores, R2= 0.251, F(1, 64)= 4.310, p<0.05.  
Further regression analysis showed: store image factor layout significantly predicts 
satisfaction scores, b=0.627, t(64)= 4.327, p<0.001, see Appendix 10 Regression 
analysisTable 10. Also store image factor personnel significantly predicts satisfaction 
scores, b=0.247, t(64)= 2.454, p<0.05. Store image factor assortment has no 
significance on predicting satisfaction. 
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The store image factors explain a significant proportion of variance in satisfaction 
scores, Adjusted R2= 0.56, F(3, 62)= 29.012, p<0.001. 
Regression analysis also showed: satisfaction significantly predicts loyalty scores, 
b=0.865, t(64)= 9.4, p<0.001, see Table 11. Satisfaction also explains a significant 
proportion of variance in loyalty scores, R2= 0.58, F(1, 64)= 88.352, p<0.001. 
4.7 Partial Least Square (PLS) Structural Equation Modelling (SEM) 
To further test the hypothesis, PLS-SEM was used. One of the main outcomes of PLS-
SEM consists of paths parameters that quantify and test the hypothesized 
relationships between variables (Riou, 2016). PLS-SEM reduces the complexity of the 
model and can handle smaller sample sizes (Riou, 2016). 
The PLS algorithm was run to calculate β-values and R2-values (in blue circle) and then 
a bootstrap procedure of 5000 runs was made to obtain the t-values (in parentheses) 
see Figure 5. 
Retail format had a significant positive impact on personnel (β = 0.472, t = 6.196 and 
p=0.000), assortment (β = 0.443, t = 4.722 and p=0.000) and layout (β = 0.251, t = 
2.030 and p=0.045). 
Personnel (β = 0.264 and t = 2.026) and layout (β = 0.548 and t = 3.274) had a 
significant positive impact on satisfaction. The impact of assortment on satisfaction 
was positive but not significant with a t-value between -2 and 2. 
Satisfaction (β = 0.762 and t = 20.083) had a significant positive impact on loyalty. 
With a R2 of 0.58, almost 58% of the variance in loyalty could be explained by 
satisfaction. The variance in satisfaction could be explained by personnel, assortment 
and layout for almost 58 % (R2 = 0.584). The variances in the three store image factors 
R
2
 = 0,223 
R
2
 = 0,197 
R
2
 = 0,063 
R
2
 = 0,584 R
2
 = 0,580 
β=0.472 
(t=6.196)  
β=0.264 
(t=2.026)  
β=0.762 
(t=20.083)  
β=0.443 
(t=4.722)  
β=0.029 
(t=0.242)  
β=0.251 
(t=2.030)  
β=0.448 
(t=3.274)  
Personnel 
Retail 
Format Assortment Satisfaction Loyalty 
Layout 
Figure 5 Results of PLS algorithm: β-values and R2-values and results of bootstrap procedure: t-
values 
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could be explained by the retail format for 6.3% (layout) 19.7% (assortment) and 
22.3% (personnel). 
 
4.8 Moderation analysis 
Moderation of multiple variables was  tested on the relations similar to the figure in 
Appendix 5 Moderation analysis, example Gender. Of the possible 112 moderations 
only 9 were found. A complete overview of all tests is given in Appendix 6 Overview of 
moderator analyses. 
For the relation between retail format and store image factor personnel no 
moderation was found. 
The relation between retail format and store image factor assortment was moderated 
by nutritional content (β=-0,251 F=2,21 p=0,027) and childrenhome (β=-0,223 
F=2,052p=0,040). A higher score on nutritional content or childrenhome positively 
influenced the relation between retail format and assortment. People that value 
nutritional content higher than average or have (more) children at home, probably 
make a more conscious choice for a retail format and look for a more responsible 
assortment.  
The relation between retail format and store image factor layout was moderated by 
price_compare (β=0,350 F=2,396 p= 0,017), childrenhome (β=-0,230 F=2,022 p=0,043) 
and spend (β=-0,273 F=2,729 p=0,006). One major factor in the layout was the display 
of special offers. This factor was important for people that want to compare prices and 
probably also for people with children at home.   
The relation between image factor personnel and satisfaction was moderated by 
ecological (β=0,311 F=2,231 p=0,026 ) and sensory (β=0,247 F= 2,060 p=0,039). This 
confirms an earlier study (Huddleston, 2009) that states employee service is the most 
important factor of impact on satisfaction for specialty stores. 
The relation between store image factor assortment and satisfaction was moderated 
by traveltime (β=-0,287 F=2,181 p= 0,029). This confirms a study by Hsu (2010), who 
found travel distance (and thus time) have a significant and positive effect on customer 
satisfaction. 
For the relation between store image factor layout and satisfaction no moderation was 
found. 
The relation between satisfaction and loyalty was moderated by ecological (β=-0,297 
F=3,837 p=0,000). Previous research (Calvo-Poral & Lévy-Magin, 2016) shows visitors 
of specialty stores spend extra time and money searching for and becoming committed 
to specialty food in the specialty stores. The organic food attribute ecological was an 
indicator of a specialty food consumer and the commitment to specialty food was 
showing here by positively influencing the relation between satisfaction and loyalty. 
4.9 Summary 
The results, based on 106 respondents, were not uniform. As expected, strong support 
could be found for H2: the relationships between the retail format and the three store 
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image factors. Strong support could also be found for H4: the relationship between 
satisfaction and loyalty were significantly positive. This was also true for H3a and H3c 
where store image factor personnel and layout had a significant positive relationship 
with satisfaction. However, H3b (assortment => satisfaction) was not supported. The t-
value for H3b was < 2 and the p-value > 0.05. 
Although we see in Appendix 3 Descriptive statistics  that a more organic retail format 
leads to a higher satisfaction, we found no significant direct relation between those 
two (see paragraph 4.5 Correlation analysis). Therefore, we found no support for H1 
(retail format => satisfaction) with a t-value < 2 and a p-value > 0.05. 
The empirical results of the model investigated are presented in Table 4. 
  Relationship Coefficient t-value p-value conclusion 
H1 Retail Format > Satisfaction -0,073 0,659 0,510 H1 not supported 
H2a Retail Format > Personnel 0,472 6,201 0,000 H2a supported 
H2b Retail Format > Assortment 0,443 4,747 0,000 H2b supported 
H2c Retail Format > Layout 0,251 2,016 0,044 H2c supported 
H3a Personnel > Satisfaction 0,296 2,307 0,021 H3a supported 
H3b Assortment > Satisfaction 0,061 0,529 0,597 H3b not supported 
H3c Layout > Satisfaction 0,524 3,236 0,001 H3c supported 
H4 Satisfaction > Loyalty 0,762 20,495 0,000 H4 supported 
Table 4 Results of the hypothesis test (H1 to H4) 
SmartPLS was used to analyse the moderation of six factors that form the perception 
of organic food and 10 demographic variables. We found either no moderation or only 
one or two factors that moderated the researched relation. A complete overview of all 
tests is given in Appendix 6 Overview of moderator analyses. As this was a very weak 
moderation we saw no support for the hypotheses H5 to H10 as shown in Table 5.  
  Relation Moderator Moderation Conclusion 
H5 Retail Format > Store image Perception of Organic Food 2 H5 not supported 
H6 Store image > Satisfaction Perception of Organic Food 2 H6 not supported 
H7 Satisfaction > Loyalty Perception of Organic Food 1 H7 not supported 
H8 Retail Format > Store image Demographic variables 3 H8 not supported 
H9 Store image > Satisfaction Demographic variables 1 H9 not supported 
H10 Satisfaction > Loyalty Demographic variables - H10 not supported 
Table 5 Results of the moderation test (H5 to H10) 
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5 Conclusion 
In this chapter, we will discuss the results of this research. A conclusion will be drawn 
and directions for further research will be given. 
5.1 Conclusion, discussion and implications 
Based on previous research we have defined retail format as “broad, competing 
categories that provide benefits to match the needs of different types of consumers 
and/or different shopping situations”. We have defined store image as ”the complex of 
a consumers’ perception of a store on different (salient) attributes“. The store image 
factors personnel (described by friendliness, expertise and helpfulness), assortment 
(involves the quality of the products and the broadness of the assortment) and layout 
(influenced by the visual attractiveness of the physical facility but also by a clear layout 
that makes it easy to find products) are described. Satisfaction is defined by “the 
outcome of the subjective evaluation that the chosen alternative (the store) meets or 
exceeds expectations“ and loyalty is defined by “the biased (i.e. non-random) 
behavioural response (i.e. revisit), expressed over time, by some decision-making unit 
with respect to one store out of a set of stores, which is a function of psychological 
(decision making and evaluative) processes resulting in brand commitment”. We have 
described demographic variables like gender, children, age, education and income and 
tried to define “the” organic customer with the help of organic food attributes like 
nutritional content, natural content, ecological welfare, sensory appeal and price. With 
those definitions and descriptions, we have looked at the theoretical framework in 
food retail studies by Bloemer (1998). This framework, basically the relation between 
store image, satisfaction and loyalty, was a well-researched relation (Bloemer, 1998; 
Hare, 2003; Riel, 2012; Thomas, 2013; Grah, 2015) that has been around for almost 20 
years. To find out whether organic food retailers were able to satisfy consumers better 
than non-organic retailers, the influence of the retail format on store image and 
satisfaction was tested. 
For this research, a survey strategy was used. Most questions were adopted from 
existing questionnaires to ensure the construct validity and reliability. Unfortunately, 
the sub samples of discounter, organic specialty store and organic direct sales channel 
were too small to be conclusive. As it was difficult to expand those subsamples, we 
combined all results to do the statistical tests. Although we knew from Chi2- and 
ANOVA testing there was a difference between the datasets, we continued to pool the 
data because we had not enough data to analyse for the separate retail formats. 
The results of this research showed that retail format significantly influenced the store 
image factors. Although we saw, in paragraph 4.1 / Appendix 3 Descriptive statistics 
split by organic / non organic, a more organic retail format leads to a higher 
satisfaction, we found no significant direct relation between those two. Therefore, we 
concluded retail format had a direct relationship with the store image factors, which in 
turn had a relationship with satisfaction which in turn had a relationship with loyalty. 
However, there was no intrarelationship between the separate constructs in this 
relationship. This research confirmed the relationship between store image, 
satisfaction and loyalty that has been researched before (Bloemer, 1998; Hare, 2003; 
Riel, 2012; Thomas, 2013; Grah, 2015). It further expanded this relationship with retail 
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format. Customers of a more organic retail format valued the store image factors 
higher than the customers of a non-organic retail format. With the growing demand 
for organic food (11% annually according to Rabobank Food and Agribusiness Research 
(2016)) this is an important finding. We can now link retail format directly to the store 
image factors that are linked to satisfaction and loyalty. Managers of organic food 
retail formats should take advantage of this knowledge by using the organic product’s 
perceived quality as a segmentation variable in the specialty food retailing context, as 
suggested by Calvo-Porral (2017).  
The recent growing interest in organic food was just one of the reasons to investigate 
and expand the theoretical framework that is used in many retail studies. As shown in 
paragraph 4.1 / Appendix 2 Descriptive statistics of the complete sample a more 
organic retail format results in higher scores on subjects as assortment, satisfaction 
and loyalty but also on the time invested in travelling to the store and the money 
spend in the store. This suggests organic food could be an interesting product category 
in the general assortment for all retail formats. Still, retail managers should be aware, 
the choice for organic food imply a trade-off between numerous other factors like 
price, taste, appearance, local food, fair trade, etc. (Hempel, 2016).  
Although organic retail formats scores highest on assortment and spend, the less than 
average scores on shop visits and repetitive visits suggested the customer spend even 
more money elsewhere. The challenge for organic retail formats was to find out what 
“basic” products were bought elsewhere but could fit their specialty assortment. This 
could make it possible to sell more to the same customer when he is in the shop. 
However, this may prove challenging since the price of organic food, and thus the 
organic food store, was perceived as high. On the other hand, discounters and 
supermarkets could and should expand their organic assortment to serve the organic 
customer that is now shopping at both the supermarket and the specialty store to 
collect their weekly groceries. The share of organic food is already growing in the 
assortment of the discounter and supermarket and this is supposed to grow in the next 
few years (Rabobank Food & Agribusiness Research, 2016). This could be a thread to 
the organic food stores because the assortment is becoming less of an argument to 
visit the organic food stores. 
Although organic food was a hot topic, it seemed organic retail formats were more 
interesting to younger females. This confirms recent research (Misra, 2016) that states 
females have a higher preference for organic food than man do. The results of this 
study (paragraph 4.1) implied, organic retail formats missed a big market share. These 
formats could have more visitors by attracting male customers and older people. This 
probably needs a different marketing approach than currently in use.  
The price variable was negatively related to organic food. Organic food was perceived 
expensive. This confirms recent research (Misra, 2016) that states 58% of consumers 
perceived organic food as (very) expensive. However, for true organic customers, this 
subject was secondary. This was confirmed by Misra (2016) who found 50% of 
consumers were willing to pay up to 10% more for organic food and 40% of consumers 
were willing to pay over 10% more (even 12.4% would pay >50% more!). This seemed 
to be in line with Chekima (2016) who found, the premium price has no moderating 
effect, denying its role as one of the main barriers for consumers to purchase organic 
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food. For organic customers, safe and healthy food was a more important factor. 
However, for the non-organic customer, price was an important subject. The benefits 
of organic food were not clear enough or at least did not prevail for the average non-
organic customer. 
Despite higher scores on assortment and satisfaction for organic retail formats (see 
Appendix 3 Descriptive statistics split by organic / non organic), we found no significant 
relation between assortment and satisfaction. This is contrary to many earlier studies 
(Bloemer, 1998; Hare, 2003; Riel, 2012; Thomas, 2013; Grah, 2015). This could be 
explained by the wide assortment that most stores already have. It is hard to stand out 
with so much competition. Even the non-organic discounter and supermarket 
nowadays have a (limited) assortment of organic products. For “the” organic customer 
this may not be enough but for the average customer this may just be enough to 
satisfy their organic needs. The distinction between organic and non-organic retail 
formats must therefore be explained by personnel and layout. Those two store image 
factors lead to a significant better score on satisfaction for organic retail formats. 
Organic food stores should nourish the friendliness, expertise and helpfulness of their 
personnel. This confirms an earlier study (Huddleston, 2009) that states employee 
service is the most important factor of impact on satisfaction for specialty stores. 
Another explanation could be the fact that the researched organic retail formats are 
relatively small stores and, according to Paul (2016), most customers are found to 
support smaller formats as a socially desirable format. 
This study also tested the moderating effect of organic food attributes and multiple 
demographic variables on the theoretical framework in food retail studies. This study 
could not confirm the moderating effect of the constructs for organic food attributes 
that were first described by Lee (2015). The lack of moderation from organic food 
attributes, questions the fit of those constructs to determine “the” organic customer. 
Considering the growing customer demand for organic food, it is eligible to find a 
fitting construct to determine “the” organic customer. A new “scale of consumer 
loyalty for organic food” (Veiga Dias, 2016) may be an interesting alternative for 
further research. 
The lack of moderation from demographic variables should be examined, for this 
subject has been studied and confirmed many times. In this study, hardly any 
moderation was found. The missing moderation from the demographic variables can 
be the result of an a-select sample group. As shown in paragraph 4.1 the sample was 
different from the general Dutch population on gender, age, education and income. 
This may be the reason for the missing moderation. However, recent studies 
confirmed the moderating effect of gender, age, education and income (Aertsens, 
2009; Audrain-Pontevia, 2016; Deshwal, 2016; Grah, 2015; Homburg, 2001) so even 
with an a-select sample we had expected some moderation. Another reason for the 
lack of moderation may be the sample, with mainly non-organic respondents. 
Summarizing: this study expands the theoretical framework in food retail studies. The 
relationship between store image factors (personnel, assortment and layout) and 
satisfaction and loyalty is a commonly verified relationship (Bloemer, 1998). In this 
research, we added retail format to this relation. This leads to a final research model as 
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shown in Figure 5. Hardly any moderation of organic food attributes and demographic 
variables was found so they were left out of this final research model.  
5.2 Limitations and suggestions for further research 
This study expands the theoretical framework in food retail studies. However, the 
limited sample (especially after the outliers were eliminated), specific region and 
chosen retail formats make it difficult to generalise the results. 
Since the absolute response rate for every sales channel is low (discounter: 26, 
supermarket: 59, specialty store: 12, direct sales channel: 9) it is not possible to draw 
statistical significant conclusions from this research. The results of this study can be 
used as a guidance for further research. 
As described in paragraph 4.1, we found there is a difference between de datasets for 
each retail format. However, the small number of respondents caused us to pool the 
data. Therefor the outcomes are discussable. 
A shop visit to a very limited number of stores in a limited area in the Netherlands was 
rated by a limited group of customers. The sample group itself is not representative for 
the general Dutch population, especially considering age, education and income, as 
shown in paragraph 4.1. A bigger sample in a geographically more divers area could 
verify the findings.  
Organic food is a relatively new category of products for the Netherlands. This might 
cause the growth figures reported by Rabobank (2016). In other countries like 
Germany organic food is a more adult category. It could be interesting to replicate this 
study in other countries to compare the different market conditions. 
Since the research was limited to just a few retail formula’s and some local direct sales 
channels, it could be interesting to replicate this study in a broader context. Both the 
number of respondents and the variety should be broader to make a generalization of 
the results possible. 
Contrary to previous research, we find no significant relationship between assortment 
and satisfaction. Maybe the organic assortment of the normal discounter and 
supermarket is already broad enough for the usual consumer so there is no notable 
result on satisfaction. This assumption needs more study. 
As shown in paragraph 4.1 a more organic retail format results in higher scores on 
subjects as assortment and satisfaction. Despite this finding, no significant moderation 
is found between the organic food attributes” and the relation between retail format, 
store image, satisfaction and loyalty. This questions the fit of the organic food 
attributes as a good predictor of “the” organic customer. It seems more research is 
needed to determine “the” organic customer. A new “scale of consumer loyalty for 
organic food” (Veiga Dias, 2016) may be an interesting alternative for further research.  
Although we find a strong positive relation between retail format and store image 
factors, we also see that they have some identical assumptions (see paragraph 2.2.5). 
More research is needed to confirm validity of the researched relationship. Is the 
organic customer more positive about the store image factors or is, more specifically, 
the customer of the organic retail format more positive about the store image factors? 
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In this research customers of food retail stores were questioned. The wide assortment 
of this kind of stores may be the cause of the missing relation between assortment and 
satisfaction. A more specific retail format like a grocery store or a butcher may give a 
more detailed view of the researched framework. 
In this study, we focussed on a more organically retail format. But other specifics, like a 
more local or authentic retail format, could further expand knowledge of the food 
retail market.  
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Appendix 1 Questionnaire 
 
Personal information 
Gender:   female/male 
Age:    18-25/26-35/36-45/46-55/56-65/66 and older 
Children at home:  no/yes 
Education:  low /medium/high 
Family income:   low(<€1000 net/m) / medium (€1001-1999 net/m) / high (>€2000 net/m) 
Store 
What kind of store did you visit: 
Discounter (like: Aldi / Lidl) 
Supermarket (like: Albert Heijn / Jumbo / Deen / Boni) 
Specialty store (organic supermarket like: Ekoplaza / Natuurwinkel) 
Direct sales channel (sale at point of production, like: Stadsoogst / Pluktuin) 
Traveltime to store:      <=10min, 11 - 20 min,21 - 30 min, >31 min 
Frequency of shop visits a week  .    <1 / 1 / 1-2 / 3 and more  
Frequency of shop visits a week for this specific shop    <1 / 1 / 1-2 / 3 and more  
Average spend on groceries during one visit    <€10 / €10-€25 / €26-€50 / >€50 
Average spend on organic products during one visit    <€5 / €5-€10 / €11-€20 / >€20 
  
Perception of the store 
SI_P1_The employees of this store were friendly today.      1  2  3  4  5  6  7 
SI_P2_ The employees of this store are knowledgeable.     1  2  3  4  5  6  7 
SI_P3_ Employees were willing to find custom solutions to my questions.    1  2  3  4  5  6  7 
SI_P4_There were enough employees in the store to help me.    1  2  3  4  5  6  7 
SI_P5_There were enough counters open to help me quickly.    1  2  3  4  5  6  7 
SI_A1_This store offers a broad assortment of products.     1  2  3  4  5  6  7 
SI_A2_ This store offers enough organic products      1  2  3  4  5  6  7 
SI_A3_This store sells high-quality products.      1  2  3  4  5  6  7 
SI_A4_Products I needed were available.       1  2  3  4  5  6  7 
SI_A5_I think the prices of this store are better than in other stores    1  2  3  4  5  6  7 
SI_A6_ I think the offers from this store are better than from other stores   1  2  3  4  5  6  7 
SI_L1_It was easy to find products on offer.       1  2  3  4  5  6  7 
SI_L2_Physical facilities at this store are visually appealing.     1  2  3  4  5  6  7 
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SI_L3_ This store has a clear store layout.       1  2  3  4  5  6  7 
SI_L4_Organic products are well indicated in the store     1  2  3  4  5  6  7 
 
Perception of organic food 
PO_NU1_Organic food contains a lot of vitamins and minerals.    1  2  3  4  5  6  7 
PO_NU2_Organic food keeps me healthy.       1  2  3  4  5  6  7 
PO_NU3_Organic food is nutritious.       1  2  3  4  5  6  7 
PO_NU4_Organic food is high in protein.       1  2  3  4  5  6  7 
PO_NA1_Organic food contains no additives.      1  2  3  4  5  6  7 
PO_NA2_Organic food contains natural ingredients.      1  2  3  4  5  6  7 
PO_NA3_Organic food contains no artificial ingredients.     1  2  3  4  5  6  7 
PO_NA4_Organic food  is not genetically manipulated.     1  2  3  4  5  6  7 
PO_EC1_Organic food has been produced in a way which has not shaken the balance of nature 1  2  3  4  5  6  7 
PO_EC2_Organic food is seasonal.        1  2  3  4  5  6  7 
PO_EC3_Organic food is  locally grown.       1  2  3  4  5  6  7 
PO_EC4_Organic food is packaged in an environmentally friendly way.   1  2  3  4  5  6  7 
PO_EC5_Organic food has been produced in a way that animals have not experienced pain. 1  2  3  4  5  6  7 
PO_EC6_Organic food has been produced in a way that animals’ rights have been respected. 1  2  3  4  5  6  7 
PO_SE1_Organic food looks nice.        1  2  3  4  5  6  7 
PO_SE2_Organic food has a pleasant texture.      1  2  3  4  5  6  7 
PO_SE3_Organic food tastes good.        1  2  3  4  5  6  7 
PO_SE4_Organic food is fresh.         1  2  3  4  5  6  7 
PO_PR1_Organic food is expensive.       1  2  3  4  5  6  7 
PO_PR2_The price of organic food is high.       1  2  3  4  5  6  7 
PO_PR3_I only buy organic food when it has the same price as “normal” products.  1  2  3  4  5  6  7 
PO_PR4_I only buy organic food when it is on offer.      1  2  3  4  5  6  7 
 
Satisfaction 
SA1_It was a good decision to shop at this store and not in a different store   1  2  3  4  5  6  7 
SA2_I prefer this store when comparing it with other supermarkets.    1  2  3  4  5  6  7 
SA3_My shopping experience at this store was as expected.     1  2  3  4  5  6  7 
SA4_Buying my groceries at this store today was a pleasant experience.    1  2  3  4  5  6  7 
SA5_I felt good today when shopping at this store.      1  2  3  4  5  6  7 
SA6_I liked shopping at this store today.       1  2  3  4  5  6  7 
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Loyalty 
LO1_I say positive things about this store to other people.     1  2  3  4  5  6  7 
LO2_I recommend this store to someone who seeks my advice.    1  2  3  4  5  6  7 
LO3_I encourage friends and relatives to shop at this store.     1  2  3  4  5  6  7 
LO4_I consider this store as my first choice to do my shopping.    1  2  3  4  5  6  7 
LO5_I will do more of my shopping at this store in the next few weeks.   1  2  3  4  5  6  7 
LO6_If the distance were bigger I would still shop at this store.    1  2  3  4  5  6  7 
LO7_ If the prices were higher I would still shop at this store.     1  2  3  4  5  6  7  
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Appendix 2 Descriptive statistics of the complete sample 
MEAN 
Discounter 
(26) 
Supermarket 
(59) 
Specialty Store 
(12) 
Direct Sales Channel 
(9) 
Personnel 4,6231 5,5254 6,1833 6,3333 
Assorment 4,6731 5,6822 6,3542 5,9444 
Layout 4,6154 5,5000 5,7500 5,5000 
Satisfaction 5,1795 5,6469 6,1806 6,0185 
Loyalty 4,5549 5,2324 5,5476 5,3333 
Gender ,50 ,42 ,33 ,56 
Age 2,65 2,22 1,75 2,56 
ChildHome ,50 ,47 ,50 ,56 
Education 1,73 1,66 1,58 1,67 
Income 1,77 1,59 1,50 1,44 
Traveltime ,50 ,37 ,83 1,67 
ShopVisits 1,77 2,03 1,75 1,33 
RepetitiveVisits ,92 1,75 ,67 ,11 
Spend 1,54 1,93 2,08 1,78 
OrganicSpend ,35 ,61 1,92 ,56 
Nutritious 4,7981 4,7797 5,3125 5,7778 
Natural 5,0962 4,8729 5,1458 6,4167 
Ecology 4,4936 4,5791 5,3333 5,6852 
Sensory 4,8462 4,7331 5,3958 5,8889 
PR_value 5,9423 6,0085 5,8750 5,5556 
PR_compare 4,5769 4,3051 3,0417 4,2778 
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Appendix 3 Descriptive statistics split by organic / non organic 
MEAN 
Non Organic 
(85) 
Organic 
(21) 
Personnel 5,2494 6,2476 
Assorment 5,3735 6,1786 
Layout 5,2294 5,6429 
Satisfaction 5,5039 6,1111 
Loyalty 5,0252 5,4558 
Gender ,45 ,43 
Age 2,35 2,10 
ChildHome ,48 ,52 
Education 1,68 1,62 
Income 1,65 1,48 
Traveltime ,41 1,19 
ShopVisits 1,95 1,57 
RepetitiveVisits 1,49 ,43 
Spend 1,81 1,95 
OrganicSpend ,53 1,33 
Nutritious 4,7853 5,5119 
Natural 4,9412 5,6905 
Ecology 4,5529 5,4841 
Sensory 4,7676 5,6071 
PR_value 5,9882 5,7381 
PR_compare 4,3882 3,5714 
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Appendix 4 Descriptive statistics of the combined sample 
Gender Male Female         
  47 (44,3%) 59 (55,7%)         
       Age 18-25 26-35 36-45 46-55 56-65 66> 
  16 (15,1%) 22 (20,8%) 13 (12,3%) 34 (32,1%) 11 (10,4%) 10 (9,4%) 
              
Kids No Yes 
   
  
  54 (50,9%) 52 (49,1%)         
       
Education Low Middle High       
  0 35 (33%) 71 (67%)       
       
Income <€1000 
€1001 - 
€1999 
>€2000       
  10 (9,4%) 21 (19,8%) 75 (70,8%)       
       
Store Discounter Supermarket 
Specialty 
store 
Direct sales 
channel 
    
  26 (24,5%) 59 (55,7%) 12 (11,3%) 9 (8,5%)     
       Traveltime <= 5 m 6 - 15m 16 - 25 m >= 26 m     
  55 (51,9%) 44 (41,5%) 5 (4,7%) 2 (1,9%)     
       Frecuency < 1 1 2-mrt >= 4     
  2 (1,9%) 27 (25,5%) 59 (55,7%) 18 (17%)     
       Spend  <= €10 €10 - €25 €26 - €50 > €50     
groceries 9 (8,5%) 28 (26,4%) 40 (37,7%) 29 (27,4%)     
       Spend <= €5 €5 - €10 €11 - €20 > €20     
organic 58 (54,7%) 28 (26,4%) 15 (14,2%) 5 (4,7%)     
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Appendix 5 Moderation analysis, example Gender 
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Appendix 6 Overview of moderator analyses 
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Appendix 7 Overview of factor analyses 
Store Image Layout                 
Total Variance Explained 
 
Component Matrix
a
 
Component 
Initial Eigenvalues 
Extraction Sums of Squared 
Loadings 
 
  
Component 
Total 
% of 
Variance 
Cumulative 
% Total 
% of 
Variance 
Cumulative 
% 
 
1 
1 2,352 58,791 58,791 2,352 58,791 58,791 
 
SI_L1 Het was makkelijk om aanbiedingen te 
vinden 
,669 
2 ,806 20,155 78,947       
 
SI_L2 De inrichting van deze winkel is visueel 
aantrekkelijk 
,864 
3 ,661 16,537 95,484       
 
SI_L3 Deze winkel heeft een duidelijk 
winkelindeling 
,894 
4 ,181 4,516 100,000       
 
SI_L4 De biologische producten zijn goed 
aangegeven in deze winkel 
,599 
Extraction Method: Principal Component Analysis. 
 
Extraction Method: Principal Component Analysis. 
                a. 1 components extracted. 
          Store image Personel               
Total Variance Explained 
 
Component Matrix
a
 
Component 
Initial Eigenvalues 
Extraction Sums of Squared 
Loadings 
 
  
Component 
Total 
% of 
Variance 
Cumulative 
% Total 
% of 
Variance 
Cumulative 
% 
 
1 
1 3,426 68,515 68,515 3,426 68,515 68,515 
 
SI_P1 De medewerkers van deze winkel waren 
vriendelijk 
,910 
2 ,802 16,044 84,559       
 
SI_P2 De medewerkers van deze winkel zijn 
goed ingelicht /weten veel 
,859 
3 ,344 6,884 91,443       
 
SI_P3 De medewerkers waren bereid om 
maatwerkoplossingen te bieden op mijn 
vragen 
,829 
4 ,224 4,481 95,924       
 
SI_P4 Er waren genoeg medewerkers in de 
winkel om mij te helpen 
,816 
5 ,204 4,076 100,000       
 
SI_P5 Er waren genoeg kassa's open om mij 
snel te helpen 
,712 
Extraction Method: Principal Component Analysis. 
 
Extraction Method: Principal Component Analysis. 
                a. 1 components extracted. 
          Store Image Assortment                
Total Variance Explained 
 
Component Matrix
a
 
Component 
Initial Eigenvalues 
Extraction Sums of Squared 
Loadings 
 
  
Component 
Total 
% of 
Variance 
Cumulative 
% Total 
% of 
Variance 
Cumulative 
% 
 
1 
1 2,555 63,865 63,865 2,555 63,865 63,865 
 
SI_A1 Deze winkel biedt een breed 
productassortiment 
,832 
2 ,736 18,391 82,256       
 
SI_A2 Deze winkel biedt voldoende biologische 
producten 
,788 
3 ,432 10,806 93,062       
 
SI_A3 Deze winkel verkoopt producten van 
hoge kwaliteit 
,860 
4 ,278 6,938 100,000       
 
SI_A4 De producten die ik nodig had waren 
beschikbaar 
,708 
Extraction Method: Principal Component Analysis. 
 
Extraction Method: Principal Component Analysis. 
                a. 1 components extracted. 
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Satisfaction                   
Total Variance Explained 
 
Component Matrix
a
 
Component 
Initial Eigenvalues 
Extraction Sums of Squared 
Loadings 
 
  
Component 
Total 
% of 
Variance 
Cumulative 
% Total 
% of 
Variance 
Cumulative 
% 
 
1 
1 4,554 75,901 75,901 4,554 75,901 75,901 
 
SA1 Het was een goede beslissing om bij deze 
winkel boodschappen te doen en niet ergens 
anders 
,811 
2 ,458 7,625 83,526       
 
SA2 Ik heb een voorkeur voor deze winkel als 
ik deze vergelijk met andere winkels 
,826 
3 ,392 6,528 90,055       
 
SA3 Mijn winkelervaring bij deze winkel was 
zoals ik verwacht had 
,854 
4 ,328 5,471 95,525       
 
SA4 Mijn boodschappen doen bij deze winkel 
was een plezierige beleving 
,892 
5 ,185 3,091 98,617       
 
SA5 Ik voelde mij goed toen ik bij deze winkel 
boodschappen deed 
,913 
6 ,083 1,383 100,000       
 
SA6 Ik vond het prettig om boodschappen bij 
deze winkel te doen 
,924 
Extraction Method: Principal Component Analysis. 
 
Extraction Method: Principal Component Analysis. 
                a. 1 components extracted. 
          Loyalty                   
Total Variance Explained 
 
Component Matrix
a
 
Component 
Initial Eigenvalues 
Extraction Sums of Squared 
Loadings 
 
  
Component 
Total 
% of 
Variance 
Cumulative 
% Total 
% of 
Variance 
Cumulative 
% 
 
1 
1 3,886 55,514 55,514 3,886 55,514 55,514 
 
LO1 Ik zeg positieve dingen over deze winkel 
tegen andere mensen 
,855 
2 ,987 14,100 69,614       
 
LO2 Ik raad deze winkel aan bij mensen die om 
advies vragen 
,863 
3 ,842 12,029 81,643       
 
LO3 Ik raad vrienden en familie aan om te 
winkelen bij deze winkel 
,826 
4 ,493 7,049 88,692       
 
LO4 Ik beschouw deze winkel als mijn eerste 
keus om boodschappen te doen 
,710 
5 ,375 5,354 94,046       
 
LO5 Ik zal vaker boodschappen doen bij deze 
winkel in de komende weken 
,458 
6 ,221 3,160 97,206       
 
LO6 Als de afstand groter zou zijn, zou ik nog 
steeds naar deze winkel komen 
,753 
7 ,196 2,794 100,000       
 
LO7 Als de prijzen hoger zouden zijn, zou ik 
nog steeds naar deze winkel komen 
,667 
Extraction Method: Principal Component Analysis. 
 
Extraction Method: Principal Component Analysis. 
                a. 1 components extracted. 
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Perception on Organic Food: Nutritional content           
Total Variance Explained 
 
Component Matrix
a
 
Component 
Initial Eigenvalues 
Extraction Sums of Squared 
Loadings 
 
  
Component 
Total 
% of 
Variance 
Cumulative 
% Total 
% of 
Variance 
Cumulative 
% 
 
1 
1 2,687 67,172 67,172 2,687 67,172 67,172 
 
PO_NU1 Biologische voeding bevat veel 
vitaminen en mineralen 
,816 
2 ,570 14,246 81,417       
 
PO_NU2 Biologische voeding houdt mij gezond ,863 
3 ,418 10,442 91,859       
 
PO_NU3 Biologische voeding is voedzaam ,831 
4 ,326 8,141 100,000       
 
PO_NU4 Biologische voeding bevat veel 
eiwitten 
,766 
Extraction Method: Principal Component Analysis. 
 
Extraction Method: Principal Component Analysis. 
                a. 1 components extracted. 
          Perception on Organic Food: Natural 
content             
Total Variance Explained 
 
Component Matrix
a
 
Component 
Initial Eigenvalues 
Extraction Sums of Squared 
Loadings 
 
  
Component 
Total 
% of 
Variance 
Cumulative 
% Total 
% of 
Variance 
Cumulative 
% 
 
1 
1 3,179 79,466 79,466 3,179 79,466 79,466 
 
PO_NA1 Biologische voeding bevat geen 
toevoegingen 
,884 
2 ,380 9,494 88,960       
 
PO_NA2 Biologische voeding bevat alleen 
natuurlijke ingrediënten 
,933 
3 ,273 6,815 95,775       
 
PO_NA3 Biologische voeding bevat geen 
kunstmatige ingrediënten 
,894 
4 ,169 4,225 100,000       
 
PO_NA4 Biologische voeding is niet genetisch 
gemanipuleerd 
,854 
Extraction Method: Principal Component Analysis. 
 
Extraction Method: Principal Component Analysis. 
                a. 1 components extracted. 
          Perception on Organic Food: Ecological Welfare           
Total Variance Explained 
 
Factor Matrix
a
 
Factor 
Initial Eigenvalues 
Extraction Sums of Squared 
Loadings 
 
  
Factor 
Total 
% of 
Variance 
Cumulative 
% Total 
% of 
Variance 
Cumulative 
% 
 
1 
1 3,222 53,696 53,696 2,730 45,504 45,504 
 
PO_EC1 Biologische voeding is geproduceerd 
op een manier die de natuurlijke balans niet 
verstoord 
,609 
2 1,055 17,579 71,275       
 
PO_EC2 Biologische voeding is 
seizoensgebonden 
,609 
3 ,637 10,619 81,894       
 
PO_EC3 Biologische voeding is lokaal geteeld ,528 
4 ,599 9,985 91,878       
 
PO_EC4 Biologische voeding is verpakt op een 
milieuvriendelijke manier 
,598 
5 ,288 4,804 96,682       
 
PO_EC5 Biologische voeding is geproduceerd 
op een manier die geen dierenleed 
veroorzaakt 
,737 
6 ,199 3,318 100,000       
 
PO_EC6 Biologische voeding is geproduceerd 
op een manier die dierenrechten respecteert 
,899 
Extraction Method: Principal Axis Factoring. 
 
Extraction Method: Principal Axis Factoring. 
                a. 1 factors extracted. 8 iterations required. 
Dirk Willemse   Thesis   Master in Management 
Page 52 of 57 
 
Perception on Organic Food: Sensory appeal             
Total Variance Explained 
 
Component Matrix
a
 
Component 
Initial Eigenvalues 
Extraction Sums of Squared 
Loadings 
 
  
Component 
Total 
% of 
Variance 
Cumulative 
% Total 
% of 
Variance 
Cumulative 
% 
 
1 
1 2,616 65,395 65,395 2,616 65,395 65,395 
 
PO_SE1 Biologische voeding ziet er goed uit ,802 
2 ,651 16,283 81,678       
 
PO_SE2 Biologische voeding heeft een 
aangename textuur (structuur) 
,853 
3 ,396 9,894 91,572       
 
PO_SE3 Biologische voeding smaakt goed ,850 
4 ,337 8,428 100,000       
 
PO_SE4 Biologische voeding is vers ,723 
Extraction Method: Principal Component Analysis. 
 
Extraction Method: Principal Component Analysis. 
                a. 1 components extracted. 
 
Perception on Organic Food: Price             
Total Variance Explained 
Component 
Initial Eigenvalues 
Extraction Sums of Squared 
Loadings Rotation Sums of Squared Loadings 
Total 
% of 
Variance 
Cumulative 
% Total 
% of 
Variance 
Cumulative 
% Total % of Variance 
Cumulative 
% 
1 2,147 53,684 53,684 2,147 53,684 53,684 1,780 44,501 44,501 
2 1,250 31,245 84,929 1,250 31,245 84,929 1,617 40,428 84,929 
3 ,381 9,526 94,454             
4 ,222 5,546 100,000             
Extraction Method: Principal Component Analysis. 
                    
 
      
Rotated Component Matrix
a
 
  
Component 
1 2 
PO_PR1 Biologische voeding is duur ,930   
PO_PR2 De prijs van biologische voeding is hoog ,931   
PO_PR3 Ik koop alleen biologische voeding wanneer 
dit dezelfde prijs heeft als “normale” producten 
  ,870 
PO_PR4 Ik koop alleen biologische producten 
wanneer deze in de aanbieding zijn 
  ,911 
Extraction Method: Principal Component Analysis.  
 Rotation Method: Varimax with Kaiser Normalization. 
a. Rotation converged in 3 iterations. 
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Appendix 8 Chi2 test 
 
SI_personel_complete * RetailFormat 
Chi-Square Tests 
 Value df Asymp. Sig. (2-
sided) 
Pearson Chi-Square 96,992
a
 57 ,001 
Likelihood Ratio 95,750 57 ,001 
Linear-by-Linear 
Association 
29,662 1 ,000 
N of Valid Cases 106   
a. 75 cells (93,8%) have expected count less than 5. The minimum 
expected count is ,08. 
 
SI_assortment_complete * RetailFormat 
Chi-Square Tests 
 Value df Asymp. Sig. (2-
sided) 
Pearson Chi-Square 76,278
a
 51 ,012 
Likelihood Ratio 77,068 51 ,011 
Linear-by-Linear 
Association 
23,644 1 ,000 
N of Valid Cases 106   
a. 68 cells (94,4%) have expected count less than 5. The minimum 
expected count is ,08. 
 
SI_layout_complete * RetailFormat 
Chi-Square Tests 
 Value df Asymp. Sig. (2-
sided) 
Pearson Chi-Square 54,163
a
 45 ,164 
Likelihood Ratio 59,230 45 ,076 
Linear-by-Linear 
Association 
10,902 1 ,001 
N of Valid Cases 106   
a. 58 cells (90,6%) have expected count less than 5. The minimum 
expected count is ,08. 
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Satisfaction_complete * RetailFormat 
Chi-Square Tests 
 Value df Asymp. Sig. (2-
sided) 
Pearson Chi-Square 59,502
a
 63 ,602 
Likelihood Ratio 66,463 63 ,359 
Linear-by-Linear 
Association 
9,698 1 ,002 
N of Valid Cases 106   
a. 86 cells (97,7%) have expected count less than 5. The minimum 
expected count is ,08. 
 
Loyalty_complete * RetailFormat 
Chi-Square Tests 
 Value df Asymp. Sig. (2-
sided) 
Pearson Chi-Square 103,208
a
 87 ,113 
Likelihood Ratio 99,116 87 ,176 
Linear-by-Linear 
Association 
7,331 1 ,007 
N of Valid Cases 106   
a. 118 cells (98,3%) have expected count less than 5. The minimum 
expected count is ,08. 
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Appendix 9 ANOVA test 
 
ANOVA 
SI_assortment_complete 
 Sum of Squares df Mean Square F Sig. 
Between Groups 30,155 3 10,052 15,963 ,000 
Within Groups 64,229 102 ,630   
Total 94,384 105    
 
ANOVA 
SI_layout_complete 
 Sum of Squares df Mean Square F Sig. 
Between Groups 17,323 3 5,774 7,747 ,000 
Within Groups 76,029 102 ,745   
Total 93,351 105    
 
ANOVA 
SI_personel_complete 
 Sum of Squares df Mean Square F Sig. 
Between Groups 31,589 3 10,530 15,176 ,000 
Within Groups 70,775 102 ,694   
Total 102,364 105    
 
ANOVA 
Satisfaction_complete 
 Sum of Squares df Mean Square F Sig. 
Between Groups 10,286 3 3,429 4,172 ,008 
Within Groups 83,828 102 ,822   
Total 94,115 105    
 
ANOVA 
Loyalty_complete 
 Sum of Squares df Mean Square F Sig. 
Between Groups 11,642 3 3,881 4,068 ,009 
Within Groups 97,309 102 ,954   
Total 108,950 105    
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Appendix 10 Regression analysis 
 
Model Summary 
R R Square F df1 df2 Sig. F 
0,472 ,223 18,362 1 64 ,000 
Coefficients 
  
Unstandardized 
Coefficients 
Standardized 
Coefficients     
  B 
Std. 
Error Beta t Sig. 
(Constant) 5,220 ,156   33,418 ,000 
Retail 
Format 
,465 ,108 ,472 4,285 ,000 
Table 6: Result of regression analysis Retail Format => Store Image factor personnel 
Model Summary 
R R Square F df1 df2 Sig. F 
0,443 ,197 15,661 1 64 ,000 
Coefficients 
  
Unstandardized 
Coefficients 
Standardized 
Coefficients     
  B 
Std. 
Error Beta t Sig. 
(Constant) 5,471 ,131  41,734 ,000 
Retail 
Format 
,360 ,091 ,443 3,957 ,000 
Table 7: Result of regression analysis Retail Format => Store Image factor assortment 
Model Summary 
R R Square F df1 df2 Sig. F 
0,443 ,197 15,661 1 64 ,000 
Coefficients 
  
Unstandardized 
Coefficients 
Standardized 
Coefficients     
  B 
Std. 
Error Beta t Sig. 
(Constant) 5,471 ,131  41,734 ,000 
Retail 
Format 
,360 ,091 ,443 3,957 ,000 
Table 8: Result of regression analysis Retail Format => Store Image factor assortment 
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Model Summary 
R R Square F df1 df2 Sig. F 
0,251 ,063 4,310 1 64 ,042 
Coefficients 
  
Unstandardized 
Coefficients 
Standardized 
Coefficients t Sig. 
  B 
Std. 
Error Beta     
(Constant) 5,443 ,140  38,765 ,000 
Retail 
Format 
,202 ,097 ,251 2,076 ,042 
Table 9:Result of regression analysis Retail Format => Store Image factor layout 
Model Summary 
R 
R Square 
Adjusted F df1 df2 Sig. F 
0,764 ,564 29,012 3 62 ,000 
Coefficients 
  
Unstandardized 
Coefficients 
Standardized 
Coefficients 
t Sig.   B Std. Error Beta 
(Constant) ,748 ,596  1,255 ,214 
Personel ,247 ,101 ,264 2,454 ,017 
Assortment ,033 ,134 ,029 ,248 ,805 
Layout ,627 ,145 ,548 4,327 ,000 
Table 10: Result of regression analysis Store Image factors => Satisfaction 
Model Summary 
R R Square F df1 df2 Sig. F 
0,762 ,580 88,352 1 64 ,000 
Coefficients 
  
Unstandardized 
Coefficients 
Standardized 
Coefficients 
t Sig. B Std. Error Beta 
(Constant) ,352 ,550  ,640 ,524 
Satisfaction ,865 ,092 ,762 9,400 ,000 
Table 11: Result of regression analysis Satisfaction => Loyalty 
 
